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Comparing Universal Life 
(Continued from page 22) 





6—Track record 


This last item has to do with the 
overall quality of the companies you 
are looking at. In these days of volatile 
economics and merger mania, it is 
more difficult to get a long-term feeling 
about a company than it used to be. 
But that doesn’t mean we shouldn’t 
try. Interest-sensitive products may 
be sold successfully by anyone until the 
crunch comes; then it’s going to be the 
strong, well-managed, responsible 
ones that survive or most nearly de- 
liver on their projections. It’s hard to 
remember that point in the heat of 
competition, but I believe it’s terribly 
important. Certainly those of us who 
feel this way should make it known to 
our policyholders and prospects. Com- 
pany strength, stability and track rec- 
ord are important parts of our policy 
comparison. 


Summary 


To‘summarize: (1) Start with inter- 
est rates—current and guaranteed. 
Are they reasonable? If not, why not? 
(2) Then look at expenses. Is the cus- 
tomer getting a fair shake, or is he 
locked in for years before his money 
starts to perform? Expect a rear-end 
load product to out-perform a front- 
end one and be curious if it doesn’t. (3) 
Check to see that mortality charges are 
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UNION LIFE 
INSURANCE SERVICES, INC. 


We have General Agent, Manager, and Agent positions available in most areas 


National recognition of specialty market. 
Highest commission available on Universal Life. 
10% quarterly bonuses to all GAs. 
Highly-qualified lead program. 
Hospitalization benefits available. 
Top-quality A & H products. 
We are a marketing company on the move. If you are interested in a long-term 
position with an unbelievable opportunity, we are the people for you. 


For information write: Richard L. Halfenger, President, Union Life Insur- 
ance Services, Inc. or Robert Israel, Corporate Administrator, at 1000 Elwell 
Court, Suite 100, Palo Alto, California 94303. Or call 800-858-ULIS. 


Highest Universal Life commission available. 





more or less consistent with the mar- 
ketplace and if not, why not? (4) How 
much are the loan and credit rates, and 
is the credit rate guaranteed? (5) Can 
you make a fair commission, get good 
back-up services and deliver a decent 
product to the customer? (6) Is the 
company one you can feel safe and 
comfortable with? 

The information gained from this 
kind of probing will not always give us 
clear-cut answers, but I am often sur- 
prised how various policy strengths 
and weaknesses come into focus when I 
look at them this way. This six-point 
comparison doesn’t take too long and 
it’s a whole lot better than allowing 
ourselves or our policyholders to make 
snap decisions based on a few superfi- 
cial characteristics. Last month I 
heard an excellent speech by a success- 
ful life underwriter here in St. Louis, 
emphasizing the fact that people need 
our counsel and advice in order to make 
informed choices. Knowing how to 
compare universal life products is part 
of that responsibility. 

x * * 
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